This research designed to figure out the sets of variables needed for designing an international marketing strategy (IMS) in GCC context. Therefore, the causality relationships between designing an IMS and brand orientation (BO), brand performance (BP), international financial performance (FP), international commitment (ICOM), brand repositioning (BR), congruence of marketing environment (CUE), controlling international branding activities (CIBA), and demographic factors (DF) were tested. The experiences of 156 senior executives, with international experience, working in GCC market have been utilized for that purpose. Via SPSS version twenty one and throughout multi-variant e.g. multiple regression, bi-variant e.g. correlation, and uni-variant e.g. descriptive analytical techniques, the research eight aims and hypotheses were tested. The study revealed that there are significant causality relationships between designing international marketing strategy (IMS) and study's demographics, brand orientation, financial performance, brand performance, international commitment, brand repositioning, congruence of marketing environment, and control of international branding activities. In branding context in GCC, the current study is a pioneer endeavor in this perspective. Research findings were seen as a pioneer endeavor outside the USA companies and markets that attracted most of international marketing scholars.
Introduction
Nowadays, it is argued that effective international marketing activities are crucial for those ambitious businesses working in highly competitive markets with diversified culture backgrounds. These cultural diversities have serious ramifications on consumer behaviors at large (Czinkota & Ronkainen, 2007; Calderon et al., 1997; Mosmans, 1996; Rubinstein, 1996; Farquhar, 1994; Biel, 1992; Marus & Kitayama, 1991) . Literally, marketing activities are those needed to transfer the perceived value to customers in their particular markets. These activities have been extracted from what so called 4P's components i.e. marketing mix (e.g. product, price, place, promotion) in case of commodities marketing and 7P's (adding up three more components: physical, process, and personnel) in case of marketing the intangibles. Also, these marketing activities are extracted from the traditional promotional mix components (advertising, personal selling, publicity, and sales promotion). But amongst these marketing activities, branding decisions and activities have taken higher ranking for both domestic and international marketing. More specifically, Calderon et al., 1997; Mosmans, 1996; Rubinstein, 1996; Farquhar, 1994; Biel, 1992 have argued about the perception of brand strategy as a main source of firms' competitive edge in their home marketplace. Wernerfelt (1984) explicitly stressed the practical importance of brand name as invisible asset and its ramifications on generating excess revenues in international markets. The revision of mainstream marketing journals has revealed shortages in covering the international marketing topics overseas. Therefore and in general, compared to domestic marketing topics, international marketing activities and issues have received less focus as presented in the mainstream marketing journals as argued by Wong and Merrilees (2007) ; Douglas and Craig, (1992) , and Albaum and Peterson, (1984) . Moreover and in particular, there is less focus on global branding researches and activities are presented in the mainstream marketing journals (Wong & Merrilees, 2007) . Also, Varadarajan and Jayachandran (1999) did criticized marketing possibility of making brand name as an intangible asset and main resource that yield high revenues in the long run, especially in foreign markets.
In this perspective, Leonidas et al., (2010) have done a comprehensive survey of 508 international marketing-focused articles published at the period from 1975 to 2004 in top ten mainstream marketing journals. Each article was content-analyzed in terms of six main pillars; article nature, authorship characteristics, study design, scope of study, study methodology, and thematic areas. They did find the area of branding-performance relationships in international marketing context still in its beginning stage and need to be deeply and comprehensively addressed to fill part of the existed literature's gap. Also, Malhotra et al. (1999) claimed that there is a strong need to fill the literature's gap on well understanding the strategic role a brand could play in enhancing the financial position of any company both domestically and internationally. Therefore, the need to get applications and evidences from other foreign markets, rather than the US mark, was pinpointed here. Moreover, Wong and Merrilees (2007) invited other scholars for more exploration in this area of research for the sake of generalizability of the model by applying their branding model in other areas and markets. They claimed that there is a lack of brand studies in the international context, as literature has covered a wide range of topics from management of a brand name to the strategic use of a brand name in domestic context only not international one. Therefore, following the model suggested by Wong, and Merrilees (2007) , the current study examines that model in a GCC context to get compelling evidences from other markets rather than US one. The model relationships' network is presented in Figure 1 .
With reference to "resource-based concept", any organization could be viewed as a set of capabilities and resources that include physical and intangible assets. Having said that, brand name and its ramifications on performance is considered an asset that enhances the firm's capabilities. And an organization could create a competitive advantage by well deploying and utilizing of its main resources and capabilities (Peteraf, 1993; Grant, 1991) . However, sometimes in some markets, the firm's resources and capabilities alone may not be able to fully explain firm's performance. In such cases, the invisible effects of brand performance could be responsible. Therefore, the created competitive advantage via brand performance coupled with the perceived value created by other firm's resources and capabilities will help enhance the comprehensive image and sustain the existed competitive advantages. To sum up, nothing positive could happen in firms' performances without strong harmony and homogeneity with the external environments and cultures. (Black and Boal, 1994) .
As shown in Figure ( 1), the model components are international marketing strategy (IMS), brand orientation (BO), overall international financial performance (FP), international commitment (ICOM), brand repositioning (BR), congruence i.e. similarity of marketing environment (CUE), control of international branding activities (CIBA) (Wong and Merrilees, 2007) , and demographic factors (DF) is added in the current study (Lotayif, 2015b) . First, international marketing strategy includes the four Ps of the marketing mix (i.e. product, price, promotion, and place), which reflects marketing concept' fundamentals and the variables related to branding strategy (Appiah-Adu, 1997). Paliwoda, (1999) argued that few dimensions like social, legal, economic, political or technological nature to be considered when designing the international strategy. Having said that, serving foreign markets is not an easy task, especially serving more than one market simultaneously, that needs more efforts in collecting, sorting, and analyzing markets' data to get the customer satisfaction in these diversified markets. For instance, to get the status quo in foreign markets, Japanese marketing strategy evolved via five stages: premarketing; marketing awareness and interest; marketing acceptance; marketing expansion; and global marketing (Lazer et al., 1985) . To guarantee the leadership in particular foreign markets, Japanese adopted what so called "zero feedback time" and "zero improvement time" to get the needed data in real time basis and improve their products/services in a nonstop and continuous basis too (Kotler et al., 1985) .
Second, brand orientation (BO) means "state of mind process" to establish a foundation for the deployment of a firm's international marketing activities (Urde, 1994, and . BO is the firm's ideology that, later on, translated into actions and activities for market coverage. Inevitably, these international marketing activities differ from market to market based on the prevailed culture. However, most of the global markets are viewed as a "global village" especially after the appearance of "globalization" jargon that leads to increase the frequency and density of connection and interaction amongst nations which promote for more compatibility and consistency in firms' internal policies and business guidelines (Czinkota, 2002) . Therefore, most of the multinational corporations (MNCs) serving these diversified marketplaces could use acquisitions, (full or partial) merges, joint ventures, franchising, licensing, and alliances as viable and appropriate entry modes (Lotayif, 2004 (Lotayif, , 2005 . Terpstra (2000) argued about the future's trend marketplaces are following right now and the foreseeable future. That trend in world markets seems to be a case of "global oligopoly" with fewer but larger competitors facing each other in the global marketplace each of which aims at strengthening his own completive ijbm.ccsenet.org International Journal of Business and Management Vol. 12, No. 1; 2017 advantages and trying, as much as he could, to nullifying the rivals' ones. Right now for instance, in mobile phone manufacturing industry there are two main giants i.e. Apple and Samsung the same practice could be existed in other industries like car, networks, banks, food etc. Consequently, brand orientation could be viewed as a prerequisite or one of the antecedents of brand engagement as it is paving the way for that deeper marketing activity called "brand engagement" (Merrilees, 2015) . Third, international marketing performance means the extent to which an organization's economic and strategic objectives (e.g. marketing a product/service in foreign markets) are achieved through planning and execution of its international marketing strategy (Wong and Merrilees, 2007) . In performance's literature, the most common and viable ways of measuring performance of a profit oriented business unit could be revenue, profit, market share, and customer satisfaction. Again, culture impacts ought to be stressed here when it comes to international performance context. Home-host culture's alignment, homogeneity, and synergy are crucial in this regard. Alternatively, considering the culture differences is essential whenever taking the entry-mode decision (Lotayif, 2004 (Lotayif, , 2005 . Inevitably, the failure in considering that culture's differences amongst nations might lead to businesses' failure (Ricks, 1993) . In a very recent Chinese's study with 2151 valid questionnaire responses via Google and Baidu, Deli Yang et al., (2015) have been found that brand performance is affected by the power of triple contexts i.e. country, industry, and firm either directly or indirectly. Following the footsteps of Wong and Merrilees' study (2007) ; two dimensions will be used in measuring the performance i.e. financial and brand. Brand performance represents the success of a brand within the market and measured by customer awareness, satisfaction and loyalty (Reid, 2002, and Chaudhuri and Holbrook, 2001) . Generally, financial performance is measured via the changes in profit, market share, sales, and revenues. Therefore, in the current research financial performance is measured by growth rate, market share, profitability, return on investment (ROI), ratio of overseas to domestic sales, and sales profitability ratio from the overseas market (Wong and Merrilees, 2007) , as presented in Appendix (A). Business and Management Vol. 12, No. 1; 2017 Forth, international commitment represents the extent to which resources e.g. financial, technology, information, and human resources, are made available for marketers to conduct international marketing activities (Wong and Merrilees, 2007; Silcoff, 2000; and Evangelista, 1994) . On the top of these pledged resources to foreign markets and their operations, top management commitment is crucial. As without that high-level of commitment, nothing might not achieve. To measure international commitment, the current research adopted the five items used by Mavondo and Rodrigo (2001) and Cavusgil and Zou (1994) , as presented in Appendix (A).
Fifth, brand repositioning is the process of adaptation of domestic brand market's position in the minds of customers in each foreign market. The purpose of that process is to be compatible with these overseas market situations (Wong and Merrilees, 2007) . That means using the same competitive advantages, which have been successfully used domestically, abroad. To enhance the level of compatibility, firms ought to conduct "macro-marketing environmental scanning" studies. These studies aims at collecting, sorting, and analyzing accurate, precise, and timely data (e.g. economical, cultural, demographical, social, political, legislative etc) before taking the entry decision (Lotayif, 2004; and Ganesh and Oakenfull, 1999) . Sixth, congruence of marketing environment means the similarities between domestic and international markets in which an international marketer operates (Wong and Merrilees, 2007) . In this line of logic, Subramanian et al., (1993); and Preble et al., (1988) grouped these comparison factors as economic, sociocultural, and technological. The same practice has been adopted in the current research. Seventh, control of international branding activities means the use of controls as authority over operational and strategic decision-making employed by international marketers to guide inter-and intra-firms activities Merrilees, 2007, Driscoll and Paliwoda 1997) . Finally, demographic factors include types of activity, ownership styles, company's experience, and its size.
Research Aims

The Research Objectives Could Be Summarized As Follows
Examining and exploring the relationships of Wong, and Merrilees's model in GCC context i.e. Bahrain, Qatar, UAE, KSA, Kuwait, and Oman. Therefore, the current study aims at examining the relationships between the designing of international marketing strategy (IMS) and: 
Study Hypotheses
To achieve research objectives, the underneath relationships will be tested.
H1:
There is a causality relationship between "designing the international marketing strategy (IMS) and brand orientation.
H2:
There is a causality relationship between "designing the international marketing strategy (IMS) and brand performance.
H3:
There is a causality relationship between "designing the international marketing strategy (IMS) and international marketing performance (measured via financial performance).
H4:
There is a causalityrelationship between "designing the international marketing strategy (IMS) and international commitment.
H5:
There is a causality relationship between "designing the international marketing strategy (IMS) and brand repositioning.
H6:
There is a causality relationship between designing the international marketing strategy (IMS) and congruence of marketing environment.
H7:
There is a causality relationship between designing the international marketing strategy (IMS) and control of international branding activities.
H8:
There is a causality relationship between "designing the international marketing strategy (IMS)" and study's demographics i.e. type of business, type of ownership, business experience, and business size.
Research Methodological Steps
In this section of the study, the study's paradigm, sample and population concepts, schemes deployed for data collection, package, ways and techniques of statistical analyses will be addressed appropriately. For research paradigm, positivistic approach through using a structured emailed questionnaire was adopted via sending each respondent a hyper-link of the study's questionnaire. The GCC business database and Arabian businesses' linkswere utilized to figure out the largest 50 businesses, as presented in Table ( 1) . The participants or respondents were senior managers responsible for or involved in international decisions in the last three years, as clearly mentioned in the cover letter sent to each response base. International experience was stressed as a prerequisite for eligibility to answer the questionnaire otherwise to be diverted to the qualified colleague. The selected companies or "qualified firms" are those having separate local and international operations. The online organizational structure was utilized to assure this point. For sample, a convenience sample of 156 senior managers working in GCC market has been utilized in the current research. For data collection tool, an eight concept structured questionnaire with Lickert five-point scale was utilized, as shown in Appendix (A). After the cover letter that explain the study aims and eligible respondent, the questionnaire starts by four demographical variables e.g. business activity, type of ownership, business experience, and business size. The questionnaire's eight concepts are international marketing strategies designing (IMS) (from IMS1 to IMS13 and averaged to be used as a dependent variable (DV) in multiple regression), brand orientation (BO) (from BO1 to BO 6), financial performance (FP) (from FP1 to FP9), brand performance (BP) (from BP1 to BP5), international commitment (ICOM) (from ICOM1 to ICOM5), brand repositioning (BR) (from BR1 to BR6), congruence of marketing environment (CUE) (from CUE1 to CUE11), and control of international branding activities (CIBA) (from CIBA1 to CIBA3). 
Study Results
In this section, normality, multi-collinearity, validity, reliability, hypotheses testing, discussions, and conclusion will be addressed.
Normality, RegressorsMulti-Collinearity, Scale Validity, and Reliability
Statisticians revealed that data distribution's shape could be considered normal whenever the sample size is bigger than 30 cases (e.g. Ortuzar and Willumsen, 1994) . Therefore, normality condition is assumed, as sample's size is 156 respondents in the current research. Also, Reliability dimension is met as Cronbach alpha coefficients reported values more than 0.60 with all concepts (e.g. Lotayif, 2016; Francis, 2001, and andRobinson et al., 1991) . As in Table ( 2) , Cronbach values are 82.5, 92.7, 80.6, 60.9, 60.4, 81.8, 98, 89.7, and 82 .5 percent for the whole questionnaire (apart from demographics) and for each concept i.e. international marketing strategy, brand orientation, financial performance, brand performance, international commitment, brand repositioning, congruence of marketing environment, and control of international branding activities respectively. Therefore, reliability dimension in the current research is supported. Multi-collinearity amongst study's eight regressors is supported, as all correlations' values are less than unity, as shown in Tables (3-9 ). Note. Matrix's cells = n (n-1) / 2, {4 (4 -1) / 2 = 6 } cells. Note. Matrix's cells = 5 (5-1) / 2, {5 (5 -1) / 2 = 10 } cells. Note. Matrix's cells = 6 (6-1) / 2, {6 (6 -1) / 2 = 15} cells.
For instrument's validity, grouped discussions with colleagues and fellow academics suggested some minor paraphrasing and typo amendments to align the questionnaire with GCC's culture. Statistically, scale's validity is the degree to which a test measures the concept(s) that it claims measuring (e.g. Lotayif, (2014; and Nunnally, 1978) . There is no common test for scale's Validity (Kline, 1997 Firstly, face validity describe the appropriateness level of questionnaire to the mission. Consequently, it describes everything related to collecting the needed data for the targeted aim. More specifically, from questions design and order, to number of questions to be included, to number of concepts, to editing typo and grammatical mistakes etc. Having said that, the appropriate way to measure that type of validity is field experts' opinions. Therefore, it is judgmental in nature and might differ from study to study. (Lotayif, 2015a; 2004) . Secondly, content validity describes the appropriate coverage of the topics being studied (Rust and Golomok, 1999) . To ensure face and content validities, the study's survey was edited by fellow academics for consultation and industry experts for better alignment between study survey and GCC culture. Then the study's survey was amended accordingly. As the current study is using a ready-made survey, some minor amendments have been taken for alignment with GCC's culture. Thirdly, construct validity describes the level of construct(s) appropriateness for usage (Bryman and Cramer, 1999) . As the instrument is made of eight main and well know constructs (e.g. Wong, and Merrilees, 2007) , construct validity and all other types of validities are supported.
Testing Study Hypotheses
As shown in Table ( 

Statistically, "R square" and "adjusted R square" represent the model explanation' powers in the analyzed sample and in population (sometimes called model's generalizeability) respectively.
The explanation powers of these eight positive models represented by "R square" and "adjusted R square" are medium and low, as they reported values like 34. 2, 34, 37.8, 46.7, 32.6, 53.3, 63.3 and 30.1 percent and 23.4, 23.3, 22.1, 36.3, 20.6, 42.1, 51 .2 and 21.1 percent for "R square" and "adjusted R square" respectively.
Statistically, the existence of causality relationship does not guarantee the existence of significant relationships between all IVs components in the equation and the dependent variable but it does guarantee only the existence of at least one significant relationship (Lotayif, 2004, p. 261) . Therefore, checking coefficient values help explain the real significant relationships between any set of variables as IVs and any DV.
Congruence of marketing environment represents the highest explanation power as "adjusted R square" is 51.2 percent. Implicitly, the behavior of international marketing strategy as a DV is affected by the components of marketing environment as IVs. That means the senior executives who are designing the marketing strategy are fully aware of and considering foreign markets features in their decisions. Explicitly and using variables coefficient values (i.e. B value and P-value) that reported values less than 0.05, these environmental features are the instability of foreign markets (CUE1, B value = 0.319 and P-value = 0.001), customers are behaving differently in foreign markets (CUE2, B value = 0.277 and P-value = 0.021), disposable incomes in foreign markets are relatively low (CUE3, B value = 0.519 and P-value = 0.040), the motivations of customers in the foreign markets are harder to understand (CUE5, B value = 0.674 and P-value = 0.000), people in foreign markets tend to value individual time more (CUE6, B value = 0.564 and P-value = 0.031), interpersonal relationships in foreign markets are more important (CUE7, B value = 0.619 and P-value = 0.031), visual aspects such as packaging and colours are more important in foreign markets (CUE9, B value = 0.434 and P-value = 0.000). Also, the distribution systems in foreign markets are more complex (CUE10, B value = 0.674 and P-value = 0.001), and in relation to the domestic market, the cultures in foreign market are totally different (CUE11, B value = 0.387 and P-value = 0.041). However, two of the eleven marketing environment's components {i.e. customers in foreign markets are wealthier (CUE4, B value = 0.024 and P-value = 0.453), and the technological knowledge of customers in foreign markets is more sophisticated (CUE8, B value = 0.045 and P-value = 0.564)} reported no relationships as coefficient values are more than 0.05.Threfore, the ramifications for decisions makers are crucial as these variables should be considered whenever thinking in designing the appropriate international strategy. 
On the other hand, international commitment reported the lowest explanation power as "adjusted R square" is 20.6 percent. The five commitment's variables are promising of pledging resources to international ventures (ICOM1, B value = 0.325 and P-value = 0.035), the extent of management commitment to the international marketing venture is substantial (ICOM2, B value = 0.211 and P-value = 0.030), setting aside adequate funds to develop overseas markets (ICOM3, B value = 0.210 and P-value = 0.000), and executives travel frequently to foreign markets (ICOM4, B value = 0.431 and P-value = 0.000). However, insignificant relationship is existed between IMS and the management perception of international business as a high priority (ICOM5, B value = 0.032 and P-value = 0.742) which reflects limited level of commitment of GCC companies for foreign markets.
Annex, brand repositioning affects the behavior of international marketing strategy by 42.1 percent. The detailed weights as indicated by coefficient's values are as follows; compared to the domestic market, the quality of the products in the foreign markets was increased (BR1 B value = 0.230 and P-value = 0.030); the approaches of promotion/advertising in the foreign markets were different (BR3, B value = 0.110 and P-value = 0.001); the product features in the foreign markets were different (BR4, B value = 0.320 and P-value = 0.041); the distinctive identity of the brand in the foreign markets was different (BR5, value = 0.131 and P-value = 0.021); and the distribution of the brand in foreign markets require different methods of distribution/outlet (BR6, B value = 0.131 and P-value = 0.021). However, compared to the domestic market, the target market of the brand in the foreign markets was moved upmarket (BR2) is not correlated with international marketing strategy as B value = 0.012 and P-value = 0.542. Therefore, decision makers ought to consider these variables of brand repositioning whenever design or redesign the international marketing strategy.
Alsobrand performance affects the behavior of international marketing strategy by 36.3 percent. The detailed weights as indicated by coefficient's values are as follows; marketing strategy is working well (BP1, B value = 0.130 and P-value = 0.030); building a strong brand awareness in the target market(s) (BP2, B value = ijbm.ccsenet.org International Journal of Business and Management Vol. 12, No. 1; 2017 0.210 and P-value = 0.001); building a solid brand reputation (BP3, B value = 0.121 and P-value = 0.011); ensuring satisfaction with current brand marketing (BP4, B value = 0.231 and P-value = 0.031); and building strong customer brand loyalty (BP5, B value = 0.111 and P-value = 0.010). Therefore, decision makers ought to consider these variables of brand performance whenever design or redesign the international marketing strategy.
At the same time, the analysis revealed that demographical factors affect the behavior of international marketing strategy by 23.4 percent, as shown in Table ( 10). The detailed weights as indicated by coefficient's values are as follows; types of business (BUS, B value = 0.230 and P-value = 0.010), types of ownership (OWN, B value = 0.112 and P-value = 0.000), business experience (EXP, B value = 0.330 and P-value = 0.000), and business sizes (SIZE, B value = 0.351 and P-value = 0.020). Consequently, decision makers ought to consider these demographic variables whenever design or redesign the international marketing strategy.
Also, brand orientation affects the behavior of international marketing strategy by 23.3 percent, as shown in Table ( 10). The detailed weights as indicated by coefficient's values are as follows: the stress on branding across all marketing activities (BO1, B value = 0.210 and P-value = 0.011); the vital role the brand has in building the comprehensive strategy (BO2, B value = 0.112 and P-value = 0.000); branding is crucial in running the company (BO3, B value = 0.301 and P-value = 0.000); long term brand planning is essential to future success (BO4, B value = 0.151 and P-value = 0.041 ); brand is recognized as a vital intangible asset (BO5, B value = 0.151 and P-value = 0.001); and branding is perceived as everybody top priority (BO6, B value = 0.311 and P-value = 0.022 ). Therefore, decision makers ought to consider these variables of brand orientation whenever design or redesign the international marketing strategy.
Moreover, only four variables out of the nine financial performance's variables affect, significantly, the behavior of international marketing performance by 22.1 percent, as shown in Table ( 10). These variables are as follows: foreign markets sales' performances are satisfactory (FP5, B value = 0.411 and P-value = 0.012); the trust of the potentiality of foreign markets (FP7, B value = 0.300 and P-value = 0.021), the sales' ratio from foreign markets (compared to domestic markets) met the expectations (FP8, B value = 0.301 and P-value = 0.002), and the profit's ratio from foreign markets met the expectations (FP9, B value = 0.370 and P-value = 0.023). The other five variables reported insignificant relationships with IMS, as the regression equation guarantee the existence of at least one significant relationship. Therefore, decision makers ought to consider these variables of financial performance whenever design or redesign the international marketing strategy.
Finally, control of international branding activities affect, significantly, the behavior of international marketing performance by 21.1 percent, as shown in Table ( 10) . These detailed variables are as follows: having sufficient influences over the marketing process (CIBA1, B value = 0.360 and P-value = 0.033), controlling the decision-making process of foreign operations (CIBA2, B value = 0.311 and P-value = 0.012), and making all taken decisions related to the integrity of the brand (CIBA3, B value = 0.310 and P-value = 0.022). Therefore, decision makers ought to consider these variables of controlling international branding activities whenever design or redesign the international marketing strategy.
Discussions
The current research might be seen as a pioneer endeavor in testing IMS components in this area of the world i.e. GCC district. The eight branding variable that have been tested in this study reported positive causality relationships with international marketing strategy. Apart from congruence of marketing environment that reported a medium influence, the rest of variables reported weak significant relationships as indicated by adjusted R square values. Therefore, other variables could be included in future researches. In this perspective, other scholars are invited to explore other variables rather than these have been tested in the current research.
Despite the economic booming that have been achieved in GCC economies, the main giant gulf companies still not giving enough priority to foreign markets. Therefore, decision makers in these companies are invited for devoting more efforts for these foreign markets. In this perspective, only 20 percent of the senior executives agreed when asked about putting international business in a high priority in their companies. But the good thing here is almost two-third of the responded executives are perceiving the importance of international commitments like resources commitment, and developing overseas markets, travelling from every now and then to these markets, as shown in Table (11). Moreover, GCC giant companies are aware of the overseas marketing environment like the instability features of these markets, the differences in culture between demotic and foreign markets customers and the reflections on their preferences, the lower disposable income in these foreign markets and the reflections on pricing policies designed for these markets. Also, they are aware of the differences in customers' motivation and the reflections on the deployed motivational mix, the busy nature of overseas customers and reflections on the importance of ijbm.ccsenet.org International Journal of Business and Management Vol. 12, No. 1; 2017 customer's time. Not only that but also, they are aware of using the interpersonal approach in promotion and the reflection of the importance of personal selling in these markets, the importance of packaging and the reflections on visual design of the promotional mix, the complexity nature of the distribution networks and the reflections on selecting the appropriate distribution channels that fit every market. However, these giant GCC companies ought to focus on the importance of technology in these overseas markets, as 85.9 percent denying that claim, as explained in Table ( 
Conclusion and Recommendations
The current research could be considered a pioneer endeavor to determine the branding variables affecting the designing of international marketing strategy (IMS) in GCC context. The study revealed that there are significant causality relationships between designing the international marketing strategy (IMS) and study's demographics, brand orientation, financial performance, brand performance, international commitment, brand repositioning, congruence of marketing environment, and control of international branding activities.
Also, the research revealed that, whenever designing the marketing strategy, GCC senior executives are fully aware of and considering foreign markets features in their taken decisions. These are: instability of foreign markets; customers are behaving differently in foreign markets; disposable incomes in foreign markets are relatively low; the motivations of customers in the foreign markets are harder to understand; people in foreign ijbm.ccsenet.org
International Journal of Business and Management Vol. 12, No. 1; 2017 markets tend to value individual time more; interpersonal relationships in foreign markets are more important; visual aspects such as packaging and colours are more important in foreign markets; the distribution systems in foreign markets are more complex; and in relation to the domestic market, the cultures in foreign market are totally different. However, the research revealed limited level of commitment of GCC companies for foreign markets. Also, whenever designing the marketing strategy, GCC senior executives are fully aware of brand repositioning components that fit foreign markets. These are: enhancing the quality for foreign markets; using different approaches of promotion/advertising designed specifically for foreign markets; different product features for foreign markets; different distinctive identity of the brand is stressed for foreign markets; and different distribution channels are designed for different foreign markets.
Moreover, brand performance variables that ought to be considered whenever designing IMS are ensuring that marketing strategy is working well, building a strong brand awareness in the target markets, building a solid brand reputation, ensuring satisfaction with current brand marketing, and building strong customer brand loyalty. Also, businesses demographics (e.g. types of activity, ownerships, experience, and sizes) ought to be considered whenever designing IMS. Also, the current research revealed the financial performance's variables that ought to be considered whenever designing the IMS. These are: sales from current and potential foreign markets; and rations of foreign-domestic sales and profit.
However, the limited magnitude of causality relationships, as indicated by adjusted R square could be enhanced by revisiting the concept's components in the tested questionnaire. More specifically, adding more variables to controlling variables, and using secondary quantitative data for measuring the brand performance might help enhance the relationships' magnitudes in this perspective. Therefore, other scholars are invited for that research mission with evidences from other regions.
Finally, the current findings help in designing and redesigning an effective strategy dealing with international marketing marketplaces. Also, it filled part of the literature gap in branding effects outside USA market and international marketing strategy as recommended by many {e.g. Leonidas et al., (2010) ; Wong and Merrilees (2007) ; Varadarajan and Jayachandran (1999) ; Malhotra et al., (1999) ; Douglas and Craig (1992) and Albaum and Peterson (1984) }. 
